The accelerated progress of Information and Communication Technologies (ICTs) 
Introduction

1.
The emergence of the internet causes a change in the way that humans communicate and relate (Bran et. al. 2017) . The development of the Web and social networks, brought with them a change in the dimension of communications, where each user went from being a mere receiver of information, to becoming a creator (Maqueira & Bruque, 2012; Hoyos & Valencia, 2012; Arango, Gaviria & Valencia, 2015) , with these changes, the construction, personalization, and socialization of information became in the new dynamics of the use of social media (Blanco, Archila & Ballesteros, 2016) .
Nowadays, the reduction of connection costs, technological improvements and the massive arrival of personal computers to homes, schools, universities and companies, has favored that Internet and specifically social media are no longer seen as tools of leisure and recreation, to become an efficient instrument of work and study (Valencia, González & Castañeda, 2016) , mainly in the area of marketing. In recent years, it is observed an evolutionary dynamic in the scope of study object in marketing practices, going from isolated and sporadic transactions to the relations of exchange between organizations and their customers (Túñez, García & Guevara, 2011) For marketing theorists, Maqueira and Bruque, the origin of the internet has become in a new medium through which brands can establish closer relations with their customers. In addition, the constant dynamics of the evolution of social media have facilitated the emergence of new communication channels, which directly improve the reach and information transmission (Ramírez-Villamil y Puerta-Meza, 2016), narrowing the relationship between the target audience and the seller. For brands is evident that exist an increase marketing activities in social media, so they have begun to incorporate associated strategies, with the aim of making their products visible and improving their sales. The low cost of use, and the boom in popularity that these media currently have, makes their use inevitable to measure the reputation (Harris & Rae, 2009 ) and satisfaction with their customers (Cartagena, Vásquez, Benjumea-Arias & Valencia-Arias, 2017) Attitudes towards the use of social media as a marketing tool emphasize in the use of social networks and refer to all those activities carried out in order to socialize, unveil and promote a brand through media such as Facebook, Twitter, YouTube, among others. The previously mentioned networks are the ones that have the greatest apogee among internet users, because they are the most recognized and most used given their ease of interaction between the consumer and the seller, through a personalization approach of the meeting (Pineda, Meneses & Téllez, 2013; Bermudez, Chalela, Valencia & Valencia, 2017) . However, in this parallel universe of content generated by users, brands assume a fundamental role in interpreting the information shared by them, since in these channels they express enthusiasm about their favorite brand (Hennig et al., 2010) , which gives organizations an alternative approach to their customer interaction plans. It is necessary to consider that not everything related to social media and marketing is positive, also to be exposed the information socialized by the user, problems can arise with the privacy and security of data, that is why the brands require a structural control of their media, or otherwise the credibility and value of the content may be disadvantaged (Otto & Simon, 2008) .
The new reality of the Internet has made the way to do marketing differently, that is to say, every marketing agent must be attentive to the evolutionary dynamics that are given in the media, and in that understanding of the new forms are social media. For this reason the present text seeks to examine the state of field of study on the attitudes toward the use of social media as a tool for marketing through a bibliometric analysis that shows academic production in the Scopus database between 2008 and 2016.
Methodology
2.
This study was carried out using one of the most comprehensive and updated electronic databases, Scopus. In bibliometric analyzes, researchers can use any of the existing databases, because the validity of the research will depend largely on the selected database. The study is supported methodologically in some authors who understand that Scopus offers advantages over other databases. For example, the volume of literature available through Scopus is greater than that available through PubMed or WoS. In addition, Scopus offers dating analysis and a search engine friendly to users. (Falagas et al., 2008 cited in Sweileh, Al-Jabi, Sawalha, AbuTaha & Sa'ed, 2016 .
For the accomplishment of the bibliometric analyzes the search equation was defined according to the purpose of the study. For this, the search terms equivalent to social networks -social media. Likewise, terms related to marketing and attitude toward the use were also included in the search matrix in the title and keywords fields. Finally, 94 registers with the following search equation were obtained.
((TITLE ({social media} OR {social network})) OR KEY ({social media} OR {social network}) AND (TITLE (marketing) OR KEY (marketing)) AND (TITLE (attitud*) OR KEY (attitud*)))
From the field results, bibliometric indicators of quantity, quality and structure were calculated between 2008 and 2016, using Excel and free software CYTOSCAPE to calculate the respective networks.
Analysis of results
3.
Bibliometric indicators of quantity (productivity)
Quantitative indicators are the ones that measure the productivity of a researcher, journal or institution in terms of the number of publications (Durieux & Gevenois, 2010; Tan et al., 2009) . Below, the quantity indicators corresponding to the field of attitudes towards the use of social media as a tool for marketing are presented. Figure 1 shows the scientific production between 2008 and 2016. In general, there is stability about the interest in the topic and an upward behavior of the registers in last 5 years. In 2014 the number of 21 articles was reached, one of the most outstanding authors that year was Hongwei Yang, with 5 published articles, this researcher works mass communication issues focused on advertising and currently he works as a professor in this subject, among his teaching specialties are: advertising and media planning, research methods in communication, strategic planning in advertising, professional ethics of international advertising and publicity. Some of his works focus attention on predicting people's attitudes to the perception of viral marketing; and to achieve these channels of information, establishes a methodology based on behavioral models that consider variables: (a) subjective norm, (b) perceived behavioral control, (c) perceived pleasure, and (d) market mavenism.
Scientific productivity in the knowledge field
Figure 1. Publications per year. Prepared by the authors
It is important to emphasize that the first publications on this field investigate the determinants of brand satisfaction as a vital context for consumers to develop trust and brand loyalty (Lee & Back, 2008) . Figure 2 shows that field research has validated Price's exponential growth law, which states that scientific information grows at exponential rates, where every 10 to 15 years existing information is doubled (Fernández, Torralbo & Vallejo, 2004) . In this sense, it can infer that we are facing a discipline that is in the phase of exponential growth, in which not only the scientific literature increases but also the number of researches.
Productivity of journals
The most important journal in the field, in terms of its number of publications is Aesthetic Surgery Journal with 3 publications, followed by Computers In Human Behavior and International Journal Of Drug Policy. In Figure 3 shows the ten journals with the largest number of publications. With regard to journals' productivity, the cumulative percentage of publications per journal (see figure 4), reveals that there is no Pareto Law, since 76% of the journals published 80% of the articles, so the percentage of journals by level of importance (in quartiles) was separated, obtaining 12% of journals published 25% of articles, 39% of journals published 50% of articles and finally statistics showed that 70% of the journals published 75% of the articles. The information gathered shows that the distribution of articles by journal has an equitable distribution, since no single journal predominates for all registers exported by the database. Figure 4 shows the existence of significant productivity of authors, and the presence of a not inconsiderable sample of authors who published between 1 and 2 articles, which could denote that for the field there are not a large number of temporary or occasional authors, on the contrary, there is a tendency to specialization in the profile of the study topic. This aspect is extremely favorable for the development and visibility of the field and may be influenced by the high presence of various international institutions. When the calculation of the ten most productive researchers on the topic was made, it was found that Janarthanan Balakrishnan along with 3 other authors top the list with 2 publications (see figure  3) . A register of its activity appears from 2015 until 2016, according to registers exported by Scopus. One of the cited researcher's work focuses attention on how an individual's involvement in a particular product refers to the commitment or interest that a person has with that product based on their needs, values or interests, in addition to a relationship that underlies on beliefs, values, attitudes and behaviors toward social media ads (Natarajan, Balakrishnan, Balasubramanian & Manickavasagam, 2015) .
Productivity of the authors
As in the journals, the productivity of the authors does not comply with Pareto law. Since, there are 80% of authors who published 80% of the total production. Given this situation, authors were separated by relevance (in quartiles), with 19% of authors published 25% of publications, 49% published 50% and 74% published 75%. In this sense, as the quartile advances, there is a greater tendency for the percentage of publications to be proportional to the percentage of authors, proving that the distribution equivalent to one to one of articles per researcher, avoiding that publications of a single author in the literature.
Bibliometric indicators of quality
These indicators are commonly used to measure the frequency with which a publication, an author, or a journal, are cited by other publications (number of citations) (Durieux & Gevenois, 2010) . Below are presented the results obtained according to the search equation presented above.
Impact by author
With the quality indicators it is possible to find the ten authors with the greatest quantity of citations in the topic. In this sense, Neal Benowitz is the author with the largest number of citations, registering in the database an equivalent to 314 citations along with Stanton A. Glantz and Rachel Grana (see figure 5) . It is also observed that no researcher on the list of authors with the greatest number of publications (see figure 4 ) appears in the list of the ten authors with the greatest impact, reflecting in this way that researchers with a high participation in the production of knowledge on the topic, are not enough to generate a great impact with their publications in the community and academic networks, which reflects an imbalance in the generation of knowledge and impact of the same. Identification with the brand community can be defined as "the strength of the relationship between the consumer and the brand community ... of which the person is considered a member." Commitment to the brand community refers to "the positive influences of identifying with the brand community, which are defined as the intrinsic motivations of interacting and cooperating with members of the community." A greater positive influence perceived by community users, is more likely for users to help each other, to participate in joint activities, and thus to interact in the community because they want it "so that the community strengthens and that increases their value for themselves and for other users". This study was able to validate that the Social Networks Model constitutes a fundamental tool when is examining and identifying factors, variables and relationships that inhibit or motivate the adoption processes and use of social networks as a useful tool in the processes or decision of purchasing. Now, Social Networks are a global phenomenon, but only some platforms are dominating, such as Facebook, YouTube and Twitter, and more recently sites like LinkedIn and Pinterest. Facebook, for example, has reached more than 1.1 billion active monthly users in eight years of being created, being today the largest in the world (Crunchbase, 2013 cited in Saavedra, Criado & Andreu, 2013) . This is why the content of the publications with the greatest impact on the academic community are concentrated in the growth of the Social Networks activity, as a marketing strategy due to the low cost of use and its popularity, being used for the construction of brand and to measure the reputation of customer relationships (Harris & Rae, 2009 ). Figure 6 shows the ten most cited journals per publication in the field of social networks as a tool for marketing. The journal with the highest number of citations per publication has 314 and is Circulation, after this is Health Promotion Practice with 92 citations per publication. Compared with the most productive journals, the International Journal of Drug Policy (Impact: ninth, productivity: third), and Journal of Internet Commerce (impact and productivity: tenth) are the only ones that coincide on both lists, showing that through these, a high impact is achieved in the dissemination of knowledge of the field. 
Journal impact
Impact per year
Finally, the bibliometric analysis allows identifying the years of greatest impact of the topic and it can be observed that the years with the highest number of citations per publication are between 2008 and 2014 (see figure 7) . When is compared the impact per year with the annual productivity, the results obtained coincide since those years with greater impact present an adequate level of productivity. Figure 7 . Impact per year. Prepared by the authors.
Bibliometric indicators of structure
Graphic 1 shows the network analysis in which the time window was fragmented according to the average proportion of the scientific production registered by Scopus database and two periods were obtained from that division, one between 2008-2012 and another between 2008-2016 . In graphics 1 and 2 is presented the topological maps of the authors' network in the field of social networks as a tool of marketing. As shown in graphic 1 and graphic 2, researchers' network over the years show certain particularities and relevant characteristics, the indicator results about the authors' network are presented in the table 1, which shows that there are 358 authors and none of them publishes independently, and since the size of a network is very important, since it determines the structure of relationships (Fiscella & Vásquez, 2008) . The network presented by the authors of the field that considers the work that relates to the research centers is extensive, which shows that the researchers associated with the topic make a great effort to be able to participate with other experts of the network. On the other hand, the distance can be a good indicator of the size of the network (2,888), since it is the parameter that indicates that the actors or nodes, on average, are intermediated by at least three nodes to relate to the rest of nodes in the network, another of the indicators that support the size of the network, is that referred to the average number of neighbors, and this shows that each author on average has published with 9 other authors (8,855), confirming the considerable extension of the network. Added to this, the density of the network is close to zero (0.025), which shows the poor connectivity of some nodes in the network and that the potential connection between these authors is not being adequately exploited. However, this low connectivity is not a uniform property of the entire network. As shown in graphic 1, there are certain zones with very high connectivity, which could indicate that the dispersion of production is significant, which is translated into an important centrality of some nodes, and for the contrary, the insufficient connection of others, consequently, a marked inequality to access or introduce information and knowledge in the network.
Discussion of Growing and Emerging Issues Related to the Use of Social Media as a Tool 4. for Marketing
For the elaboration of this analysis the frequency of the keywords of the 94 articles related to the use of social media as a tool for marketing was taken as reference, in this one the key words most used in the articles used in the bibliometric analysis, initially the 8 with the greatest number of use were identified and are shown in figure 8 .
Figure 8. Main emerging topics
In the consolidation of research field, there are strategic points that stand out, the present analysis weighs the followings:
Social Marketing
From the social marketing dimension, the thematic approach has incorporated, among other things, social marketing and the tendency of implication on the application of commercial marketing principles in order to promote the success in sales. Social marketing requires much more than communication campaigns that involves social networks (Hemsley & Dann, 2015) , as Saavedra & Rialp suggest, the experiences of the emerging and growing phenomenon of the use of social networks directly favor the financial benefits of brands, even the incorporation of social marketing can be done with the support of specialized companies in the development of strategies of this type. One of the alternatives of social marketing is to direct campaigns to influential social forces such as families, specific service providers and legislators, as they are niches that affect the decision-making capacity and impact on population groups (Escamilla, 2012) . On the other hand, social marketing becomes a tool for organizations to favor changes of behaviors, attitudes, ideas and collective imaginaries that are assumed to be harmful for society, so some authors claim that social marketing becomes a tool for people to internalize new behaviors (Aristizábal, Restrepo & Arias, 2007) .
Consumer Attitude
Regarding the consumer's attitude, John R. Hamilton suggests that consumer interpretation in social networks involves, in addition to consumer motivation, a planned behavior related to the psychology of the individual, and in that value judgment is weighted the consumer behavior cycle before, during and after the event of involvement between brand and individual (Akar & Topcu, 2011) .
Similarly, studies have been carried out on the use of new platforms that reconfigure consumer attitudes, such as the use of micro blogs as an emerging alternative to e-commerce (Ren Bao & Shanygina, 2013) . In turn, sellers interpret channels of impact on users, Jain & Reed, propose that consumers assign weighting to the information they receive depending on the medium and the channel in which they arrive, hence the importance of the latter on the attitude of themselves in relation to the marketing process (Jain & Reed, 2013) .
Health
Social media and digital marketing are beginning to become a key tool for the effective development of the health dimension, for Luis Ramiro Beltrán, the systematic use of strategies and instruments provided by social media favors the achievement of program objectives proposed by the institutions. At the same time the use of social media constitutes an emerging dynamics of disease prevention and health promotion, an example of this is demonstrated by Frerichs in his research, where it is evident that health promotion for the prevention of obesity through social networks favors health conditions of the population and enriches the processes of community mobilization (Frerichs, Sjolie, Curtis, et al, 2015) .
Some studies have focused on studying the opinions of health professionals, organizations and users regarding the trends of action between services and social networks, and conclude that it is necessary to move forward and to commit to increase the communication channels of social media to better respond in the provision of services (Koumpouros, Toulias & Koumpouros, 2015) .
However, social media are also related to the health dimension as they drive new business models, the channels of communication offered by social media favor the understanding of the emotions, feelings and perceptions of consumers, as well as the use of social media provides support information to understand user behavior (Thomas & Woodside, 2016) , the use of social media can be an important tool for institutions in charge of managing resources in the area of Health, improve levels of interaction with clients, and also, service coverage indicators are impacted as social media reach a greater number of people.
Conclusions
5.
The main reason for performing the bibliometric analysis was to identify the knowledge field state about attitudes towards the use of social media as a tool for marketing, its evolution achieved and its tendency to continue developing in the coming years. It was possible to identify that this has been a little mentioned topic in the literature during the years 2010, 2012 and 2016. Additionally this work contributes to researchers in the field, since no reference of similar analyzes in the topic was found.
It was verified that the study of this topic has had an exponential growth according to Price's law since 2008, where the window of observation of this analysis began. It is observed that between 2013 and 2015 the topic was becoming important for the researchers, favoring the exchange of knowledge and collaboration between authors, as shown in the connectivity of the nodes, some with a high concentration, allowing the extension of the network of knowledge among researchers.
On the other hand, the authors with the greatest number of publications do not appear in the list of researchers with the highest number of citations per publication, evidencing a low correlation between quantity and impact of researchers in the topic.
The analysis shows that the world-wide leadership in this topic, in terms of publications, has two developed and one emerging countries, led by the United States, United Kingdom and India, English being the predominant language in publications.
Faced with this situation, the bibliometric analysis allowed to present a trend of how the field of study is and show the possibilities that exist to enrich this area of knowledge, which made it possible to visualize aspects such as: the amount of literature available, researchers interested in the topic and the quality of the publications in this topic.
